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ABSTRACT 
The present thesis analyzes the use of mobile banking in Greece. The analysis is 
performed in both individual and corporate clients of the banks. The first chapter provides a 
definition of mobile banking and what is the current situation of mobile financial services 
globally. In the second chapter the benefits of mobile banking is analyzed in both individuals 
and corporations. It is presented the weaknesses of mobile banking. Emphasis is laid on lack 
of anti-virus programs in mobile devices, the security of text messaging and difficulty to 
prove fraud. It is also presented the technology of mobile banking, what is the current 
technology and which is the future technology and safety issues in mobile banking and 
consumer protection. Finally, it is introduced the case of Greece in mobile banking by 
studying NBG as the bigger Greek bank (based on number of branches). In the third chapter it 
is presented the literature review. Emphasis is given in previous researches on different 
countries. The fourth chapter presents the methods that have been followed for the present 
work. In the ninth chapter it is presented the descriptive results from the research of both 
individuals and corporations. The fifth chapter presents the crosstab analysis between some 
selected variables of the research in both individuals and corporations. Finally, the sixth 
chapter presents the conclusions that derived from the research. 
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1. INTRODUCTION 
 
One of the most noticeable trends in the banking sector in the last few years is related with 
the banks’ intention to service their customers out of the branches. The reasons are various 
and are related mainly with the high cost of the brunch’s operation. The technology 
contributed in the opening of new - alternative to traditional banking methods - channels, 
which have already gained an important share of market and the user’s confidence. 
Generally, bank’s objective is the enlargement of available channels, in order the 
customers - depending on their level of familiarization with the new technologies- to select 
the channel that suits them most.  
ATMs and Internet Banking constitute the most popular alternative channels, but Mobile 
Banking seems to gain the technology challenges. 
 
1.1 Statistical Review  
In this section it will be presented various data of past researches and reports as well as 
predictions regarding the use of the mobile financial services. 
Users of Mobile Financial Services (MFS)
1
 
MFS (m-banking, remittance/transfers etc) users’ growth. 
• Yankee Group (June 2011) predicted that there will be 500 million m-banking users globally 
by 2015. 
• Currently, 27% of global survey respondents use mobile banking far more than use m-
commerce (13%), mobile coupons (11%) and mobile payments (9%). 
• Berg Insight (April 2010) estimated that users of m-banking and related services (including 
money transfers) doubled between 2008 and 2009 to 55 million and would double again in 
2010. In 2015 there will be 894 million users globally. Growth is being driven by efforts by 
operators and banks in developing countries (particularly in Asia) to bank the unbanked. 
• Global Industry Analysts (GIA) (February 2010) predicted the global customer base for m-
banking will reach 1.1 billion by the year 2015. 
• ABI Research (January 2009) forecasted that in 2013, there will be nearly half a billion 
                                                     
 
1
 http://mobithinking.com 
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customers of MFS, including m-banking, mobile domestic person-to-person payments (i.e. 
money transfers) and international person-to-person payments.  
Mobile banking (m-banking) in the West
2
 
In developed nations m-banking will be driven by banks: 
• GIA: In North America and Europe, m-banking is extension of online banking, as banks 
respond to growth of mobile Web. But in Europe, m-banking is in early stages, driven by 
convenience and value-add rather than revenue generation. 
• Berg Insight: Evolving from traditional/online banking M-banking will attract 115 million 
users in Europe and 86 million users in North America, by 2015. 
• ABI: Banking institutions will be the major promoters of MFS, as it helps to increase 
customer ‘stickiness,’ help banks cut costs and automate, and most importantly, to reach the 
unbanked. 
• ABI: In the US, Bank of America is a leader of m-banking. Launched in May 2007 it now 
has 1.5 million subscribers. 
Money transfers outpacing m-banking
3
 
Remittance/transfers by mobile is growing much faster than m-banking (driven by 
developing nations)  
• ABI Research (July 2009) predicted that 170 million mobile subscribers worldwide will 
make domestic person-to-person payments (i.e. transfers) in 2011 – that's three times as many 
as those that will conduct traditional banking functions by mobile. This is driven by the 
enthusiasm for such services in developing world often from previously ‘unbanked’ people. 
• Berg Insight predicted international money transfers will increasingly be done by mobile. 
By 2015 approximately 3% to15% of transfers handled by agent networks today will be 
carried out by mobile handset. 
 
1.2 Definition  
Mobile Banking is described as the realization of banking transactions and other relative 
actions via portable devices and networks of mobile telephony. The range of the provided 
                                                     
 
2
 http://mobithinking.com 
3
 http://mobithinking.com 
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services includes usually the following: the bank dispatches information based on already 
agreed with the customer rules – e.g. it dispatches the customer in the case where his account 
is found under a determined money level or sends him the last movements of account on 
demand. Another way of differentiation of the mobile services has to do with its two types of 
service: the services of control and services of transactions. Thus, the demand of the account 
balance belongs in the first category, while the money transfers belongs in the second one. It 
is worth mentioning that the services of transactions require higher degree of safety in the 
channel that connects the mobile telephone with the bank’s server.  
The access in mobile banking is realized via mobile telephones that support WAP or 
another portal function available from the companies of mobile telephony (e.g. i-mode). The 
transactions’ guarantee is mainly achieved by the protocols that are also applied in the 
Internet Banking transactions. 
One similar to the mobile banking service  is the SMS banking, which mainly has 
informative character, even if some banks allow a limited transactions function. Popular types 
of SMS services are also the alerts, with which text announcements are sent in the user’s 
mobile, depending on the settings he/she has selected (e.g. changes of accountant balance, 
credits and debits’ movements, Stock Exchange orders etc.  
 Mobile Banking is included in the term of “anywhere banking” a bank’s strategic plan 
that forecasts banking services available anywhere the users are. While Internet banking has 
suppressed the time limits of banking transactions, it requires a computer with internet 
connection. The Mobile Banking suppressed the geographic restrictions, realizing transactions 
without additional equipment except from his portable device. 
In Greece, compared to the rest of the banking world, the Internet and Mobile Banking 
constitutes the newest alternative channel. Specifically, the range of feasible transactions is 
limited while in a lot of the cases there exists transactions limits. However, most of the Greek 
banks have a dynamic presence in the mobile banking sector but their related services are still 
under configuration. It is worth mentioning that according to the surveys of the Greek 
Observatory of Information Society
4
 in 2010, 1 out of 10 Greeks has used the Internet to order 
to purchase goods or services, while a slightly smaller percentage (8%) has a similar action 
during the last quarter of 2009. The respective figures for the average European citizen are 3.5 
                                                     
 
4
 http://www.observatory.gr 
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times higher. Moreover, 1 out of 20 Greek uses electronic banking systems, with a 
corresponding gap of the European Union be directed to 32% in 2009 (5% versus 32%).   
  
The use of Mobile Banking in Greece 2012 
 
15 
 
 
2. MOBILE BANKING REVIEW 
2.1 BENEFITS OF MOBILE BANKING  
Nowadays, mobile banking gives solutions in those that waited for hours in the tails of 
banks to realize the simplest transaction. Henceforth, the account balances, the money 
transfers as well as the payments can be realized immediately through mobile connectivity. 
Mobile banking offers a lot of profits both for the customers (individuals, corporations) and 
for the banks. 
 
2.1.1 Individuals 
1.  Mobile banking is the development of internet banking. In the case of on-line 
banking, it should exist an internet connection and a computer. This is a huge 
problem of developed countries. With mobile banking this is no more a problem. The 
customer insures 24
th
 access in the services of his bank, even if he/she is on a move. 
2. The customer has the control of his money portfolio each moment, realizing his 
transactions in minimal time with direct confirmation. 
3. Mobile banking uses a handy και friendly website. The interface is also very simple. 
You just need to follow the instructions to make the transaction. It also saves the 
record of any transactions made. 
4. Mobile banking is cost effective. Various banks provide this facility at a lower cost as 
compared to banking by self. Information and available transactions are provided free 
of charge except from the debits of network. The delivery and the replacement of 
code devices are realized with favorable paying terms for students and existing 
beneficiaries of concrete accounts. (payroll, retirement benefits etc) 
5.  Mobile banking reduces the risk of fraud. You can get an alert SMS whenever there 
is an activity in your account. This includes deposits, cash withdrawals, funds transfer 
etc. You will get a notice as soon as any amount is deducted or deposited in your 
account. 
. 
  
The use of Mobile Banking in Greece 2012 
 
16 
 
 
2.1.2 Corporations 
 
As far as the corporations: 
 
• Payment of Vat, Social Insurance, etc are realized in the minimal time and 
receipts confirmation. 
• Payment of the company’s personnel, collaborators and suppliers at 
wholesale. 
• Different access levels of transactions of each user for avoidance of not 
authorized transactions. 
• Optimization processes of control and operation of the company’s account 
department  
• Reduction of functional expenses 
• Direct control of account balance, movements and status of funding accounts. 
As far as the banks, the mobile banking benefits them too. Firstly, it cuts down on the cost of 
tele-banking and is more economical. Also, mobile banking serves as a guide in order to help 
banks improve their customer care services. Moreover they can be in touch more easily with 
their clients in order to promote and sell their products and services like credit cards, loans 
etc. to a specific group of customers. Finally, it contributes in the reduction of her functional 
cost, releasing the personnel which can be focused in transactions that require interpersonal 
contact with the customer increasing thus the bank’s income. To sum up, it improves the 
status of the bank with regard to the technology, rendering it more competitive. 
 
 
2.2 WEAKNESSES OF MOBILE BANKING 
2.2.1 No Anti-Virus Programs 
 Many mobile phones are like mini-computers, yet they do not have the same capability as 
regular computers to host anti-virus and anti-spyware programs. The phone will not be able to 
recognize a situation where your device's files and programs have been compromised by a 
virus. So when you perform banking activities on your mobile phone frequently, you could be 
leaving yourself vulnerable to spying. (e-How, Louis Balle, 2012) 
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2.2.2 Text Message Security 
Some mobile banking services text updates to users regarding their account. These text 
messages are not encrypted, so any third party can read them. If you leave your phone 
unattended or lose it, someone can easily access information about your account by reading 
your message inbox. However, one way to prevent this problem it to set a password on your 
phone so that you are the only person who can view your text messages. You can also delete 
the messages as soon as you finish reading them. (e-How, Louis Balle 2012) 
 
2.2.3 Hard to Prove Fraud 
If your phone falls into the “wrong hands” and someone is able to process transactions 
using the device, there is no telling what your bank will do. It could be difficult to prove that 
you were not the person who performed the action on your phone. Because mobile banking is 
a relatively new service, some banks do not yet have clear procedures to address this potential 
problem. (e How, Louis Balle 2012) 
 
2.3 MOBILE BANKING TECHNOLOGY 
 
2.3.1 Basic Approaches 
There are two basic approaches of the technology that is used in the mobile banking 
services and are implemented in almost all the mobile telephones. 
 InteractiveVoiceResponse(IVR) 
 This operation has mainly to do with the automatic interactive sound messages before the 
transaction accesses. For example, “For English, press 1? For account information, presses 2” 
-- then you are familiar with interactive voice response. In mobile banking, it works like this: 
 1. Banks advertise a set of numbers to their customers. 
 2. Customers dial an IVR number on their mobile phones. 
 3. They are greeted by a stored electronic message followed by a menu of options. 
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 4. Customers select an option by pressing the corresponding number on their keypads. 
 5. A text-to-speech program reads out the desired information. IVR is the least sophisticated 
and the least “mobile” of all the solutions. In fact, it doesn’t require a mobile phone at all. It 
also only allows for inquiry-based transactions, so customers can’t use it for more advanced 
services. 
2.3.2 Short Message Service (SMS) 
 It is considered that the Mobile and SMS banking are synonyms. SMS works in either a 
push mode or a pull mode. In the pull mode, the bank sends a one-way text message to alert a 
mobile subscriber of a certain account situation or to promote a new bank service. In push 
mode, the mobile subscriber sends a text message with a predefined request code to specific 
number. The bank then responds with a reply SMS containing the specific information 
(William Harris, “How mobile banking works) 
SMS banking has several advantages: 
 It is used with the same way in all the mobile devices regardless of the constructor 
and model.  
 Sending text messages is relatively cost-effective. Text messages typically cost 10 to 
15 cents each (to send or receive) when purchased individually, but can cost as little 
as one cent or less when it is part of a monthly calling plan. 
 It accommodates two-way communication, allowing messages to be initiated by 
banks or customers. 
One of the disadvantages of SMS is related to the length limitations of text messaging. For 
example, messages can only be 160 characters. Moreover, it is also unsure that a message will 
actually be delivered to its recipient. As an example, banking transaction orders use 
telecommunications network GSM that offers services of encryption without providing safety 
in the intermediary nodes of wireless network. Thus the transactions with SMS are vulnerable 
in exterior dangers after they are stored prominently in a not encrypted form, up to feedback 
in the final users. 
Nowadays, the new generation of mobile banking it allocates mobile telephones as 
smartphones which behave as computers. Smartphones provide a developed functional 
system, such as enhanced data processing and connectivity. There are two approaches to 
setting up this type of mobile banking.  
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2.3.3 New generation of mobile technology 
Wireless Application Protocol (WAP) 
WAP is the technology architecture that makes accessing Internet pages possible from a 
mobile phone. Because it includes the concepts of browsers, servers, URLs and gateways, 
WAP provides a user experience that echoes Internet banking conducted on a home computer. 
This is an attractive feature to many banks, who also appreciate the fact that customers don’t 
have to download any proprietary software to enjoy robust access to a full line of services and 
transactions. Unfortunately, the browsers that run on mobile phones must work on a very 
small screen. As a result, banks must create "mobile-friendly" sites that work more efficiently 
in cramped quarters. Even with such accommodations, the number of clicks required to 
complete a task can be prohibitive. Also, WAP banking requires a smart phone or a PDA, but 
such devices represent less than 10 percent of the phones in use. Even if a customer has a 
WAP-enabled phone, he or she can elect not to sign up for the more costly data plans required 
for Internet access. (William Harris, «How mobile banking works, June 2008). 
3G mobile technology  
The new possibilities of 3G of technology have opened business opportunities in business-
to-consumer markets. Mobile banking is currently available via 2G mobile phones and WAP, 
although the services available vary from bank to bank. Even if all banks allow the electronic 
services in their customers as questions of rests, transports of sums, payments of accounts but 
also transactions of action and obligations, previous mobile technology was limited, uncertain 
and unreliable for the Banks to offer the spectrum of these services. The 3G mobile 
technology has the possibility of offering in the users more added-value services at a faster 
speed. 
2.3.4 The future of mobile technology 
 “Standalone” Mobile Application 
Some banks are now providing a “downloadable client’” that mobile subscribers can use to 
access bank services. These mobile applications offer a reliable channel and enable users to 
conduct even complex transactions. They also allow banks to customize the interface and 
brand it accordingly. 
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Even if this application is presented as the future mobile banking, problems are presented 
as for the complexity of application and its cost. Obviously it is difficult for the users 
download, install and get familiar with the application. Apart from that, this application 
should also be applied in each mobile phone, as a result, to increase development costs. 
Finally, as in the WAP banking, these applications are also exposed in dangers (electronic 
frauds) and have limited availability. 
 
2.4 SAFETY OF MOBILE BANKING 
2.4.1 Mobile banking threats 
The adoption of mobile banking services primarily depends on customer trust. The duty of 
banks, relating to the safety of electronic transactions is of great importance. 
Generally speaking, there are two aspects that compose the protection of the bank’s data: 
Firstly, the banks prohibit the announcement of data in third persons. Secondly, the hindrance 
of not authorized persons (hackers) to get access on personal data. 
As far as the second one, the problems that are created in mobile banking are related with 
them of on-line banking. When the users use their mobile telephone in order to realize 
transactions, the most widespread cases of fraud as Phishing and Pharming (Rolf H. Weber, 
Aline Darbellay, 2010) could happen.  
 To begin with, Pharming happens when the users are deceived from falsified websites 
which looks similar to the original online banking portal. The users, thinking that they act in a 
safe environment, use their Personal Identification Numbers (PINs) and the Transaction 
Number (TAN). Fraud occurs when the swindler later downloading the data and realizes a not 
authorized transaction. 
On the other hand, Phishing is the e-mailing in a user, pretending that it comes from a 
bank or another authorized service, in order to deceive the user and derives private 
information to steal his identity. The e-mail message prompts the user to visit a website where 
they will be asked to confirm his personal data as passwords, numbers of credit cards and 
account numbers. Due to this false message, the electronic fraud is realized, deceiving the 
victim. 
The “attackers” of information have partly adapted their methods for the mobile 
telecommunication sector. Together with interceptions or mobile viruses, already in 
circulation, dangers of the identity stealing type can appear by mobile phone phreacking and 
hacking. (Rolf H. Weber, Aline Darbellay,, 2010) 
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2.4.2 Consumer protection 
 
It is essential in banking to assure that a particular communication, transaction, or access 
request is legitimate. So, in order to limit the cases of fraud and electronic crimes via mobile 
banking, the banks try to adopt all the essential mechanisms for the maintenance of a 
relatively high level of safety during the transactions. The following subsections describe the 
characteristics of the protocol that conforms to the general security requirements. 
 
Confidentiality  
 
This is achieved by the dissimulation in third parties of the unique code password. The 
one-time password is only shared between the user and the bank server. It is assumed that 
only the authorized user will know his/her list of passwords and that the personal data and 
elements that are provided are not available for any other beyond the involved users, without 
special approval. 
 
Integrity 
 
If the content is altered during transmission, the hashing algorithm will generate a different 
digest value at the receiver side. If the digests mismatch, the receiver will know that the 
integrity of the message has been compromised. Generally, the change and modification of 
data become only from the close involved authorized users. 
 
Authentication 
 
For the bank to authenticate the user, the last should provide his/her authentication details 
to the receiver. This authentication process is performed by validating the message PIN with 
the receiver stored PIN. The PIN is previously selected by the user when the user registers for 
a mobile banking account. The strength of the authentication depends on the password 
selection strategies used (Kelvin Chikomo, Ming Ki Chong, Alapan Arnab, Andrew 
Hutchison, The security of mobile banking, 2006) 
 
  
The use of Mobile Banking in Greece 2012 
 
22 
 
 
 Non-Repudiation 
  
Those that should know the code accesses are the user and the bank server. The bank 
server does not generate the same one-time password more than once. Therefore, every one-
time password is unique in the server’s database. Each pair of single-time password and 
sequence number is only allowed to be used for a single user. In this way, there is no 
possibility of their attendance refusal in the particular transaction. 
 
Availability 
 
The availability has to do with the time delay or waiting of users in their access in the banking 
transactions. In the case of communication error in system, it is required direct recuperation 
of data. 
 All banks attend the mobile safety in the electronic transactions with the following ways: 
 
1. Recognition of customers with the use of unique code accesses and electronic 
signatures.  
-The bank publishes personal code for the access of users in the web services, with 
unlimited right of their frequency of change.  
-The electronic signature allocates electronic data which are connected with a 
concrete reasonable relation and prove the genuineness. The electronic signature is 
used as method of encryption, is unique, irrefutable and almost improbable to be 
copied or to be transported.  
 
2. They ensure the secrecy at the transport of data.  
-The secrecy of information that is exchanged with the bank, from beginning to end 
connection, is ensured with the most modern protocol of encryption (SSL 128-bit 
encryption). 
  
3. They take additional measures:  
-Disconnect the users automatically from the services if exists delay or inactivity 
higher than the predetermined time interval fixed by each bank.  
-“Lock” the access virtuous afterwards a certain number of erroneous repetitions 
personal code. 
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4. For corporate users, more rights of use are forecasted:  
- Double or triple signatures per transaction 
 -Variable pecuniary limits per transaction  
- Different levels of approval or access levels 
 -Control and determination of “Administrator” which follows the transactions that 
are held by the other users of the company. 
 
In the future, biometric technology will play an increasing role in data security and 
customer authentication related to the mobile banking services. Promising tools are the use of 
fingerprints and voice recognition. (Weber, Darbellay, 2010 p.141).  
Fingerprints can be an easy way to identify bank customers. In Africa and India, pilot 
projects aim at introducing fingerprints in mobile banking with the objective of supporting 
poor and uneducated people. In developing countries, substantial funds still remain outside 
the banking system. Attempts to develop mobile banking services correspond to the 
transformative model, as targeted customers and unbanked people. The technology has 
already been developed sufficiently. (Weber, Darbellay, 2010 p.141). 
Mobile phones could be easily equipped with fingerprint readers. However, the use of 
fingerprints as digital signatures has not yet spread in mobile banking. This could be a 
possible trend in the future, not only in developing countries but also in industrialized ones. 
(Weber, Darbellay, 2010 p.141) 
 
 
2.5 THE GREEK MOBILE BANKING 
The Greek banks, following the technological developments and trying to correspond 
successfully in the new market‘s requirements, adopted technologies that improve the quality 
of customer services. Because of the fact that there are many offering services and are 
provided at majority from all the banks, particular importance has been given not only to the 
initial processes of registration and access but also to the environment of operation of each 
application. Both involve facility of familiarization and use of services.  
It should be mentioned that the Greek Banks were from the last ones in Europe that 
adopted the alternative networks. However they do not fall short from the other European 
Banks in the matter of services that are provided via the alternative networks. There is a huge 
variety of transactions and provided services, capable of covering most of the customer needs.  
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For this reason, each year it is observed a progressive increase in the Greek rates of the use of 
alternative networks. However the penetration level of alternative networks remain low. 
 
2.5.1 Case: National Bank of Greece 
The Νational Bank, the biggest in size Bank in Greece, includes the growth of alternative 
networks in the frames of its long-term target settings. Proving its strategy for continuous 
enrichment of electronic services with pioneer solutions for its customers, it created last 
generation’s mobile banking. The customers that allocate intelligent appliances of mobile 
telephony (smart phones), have the possibility from wherever they are, with a safety way, to 
realize their daily banking transactions, like questions of banking accounts balances and credit 
cards, recent movements of accounts, sums transactions between accounts, payments of 
accounts of mobile telephony.  
This new way is based on advanced technology that exploits the possibilities of mobile 
telephones of last generation, and is adapted in the operations of each category of appliances. 
The result allows the customer to use and hold banking transactions with mobile banking, as 
precisely uses it for the all remainder operations, without need of any knowledge. Moreover 
because of the fact that the technology of the mobile banking is exclusively drawn for mobile 
telephones, optimizing the size of data and their way of sending, each customer could remains 
satisfied by the speed and the safety of use.  
Mobile banking is not limited in the realization of banking transactions, but following in 
the modern needs of customers, it offers each user the possibility of finding the nearest 
Brunch or ATM. In addition, the combination of the GPS possibilities could lead the 
customer to the point of service easily and to minimal time.  
With the unlimited possibilities of mobile banking, the National Bank creates the 
conditions of continuous improvement of services that provide and promise its customers a 
great experience of banking services. 
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2.5.2 Mobile Banking applications via iPhone, iPod Touch and Windows Phone.  
 The Mobile Banking of NBG
5
 gives in the customer the possibility of be informed: 
• For the available balance of his accounts  
• The 10 last transactions of his connected in the Internet Banking accounts  
• His credit cards’ overall debt and its 10 most recent movements.  
Also he can transfer: 
 • Sums of money between his accounts  
• Money from his account to a third party inside the Bank  
Finally: 
 • He can realize payments of mobile telecommunications bills e.g. Vodafone and Cosmote. 
 • He can realize payoff payments of his credit cards’ debt, as well as NBG credit cards 
payments of third parties.  
The National Bank, in the framework of the enrichment of its provided mobile banking 
services, it has entered into new transactions that have do to with new payments as well as 
investment products. The new transactions of payments
6
 are:  
• Public Electricity Co. payment. 
• Public Telephone Co. payment. 
• Water Supply Co. payment. 
 • Wind Mobile Telephony payment (WIND) 
 
The new transactions that have to do with investment products are:  
                                                     
 
5
 National Bank of Greece 
6
 These transactions are supported by “barcode scanning” technology and OCR photo technology 
account’s data. 
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• Stock’s portfolio 
With the option “portfolio”, the customer can control his individual portfolio (investment 
codes, portfolio valuation), as well as each portfolio stock’s action (stock codes, company’s 
id, available and already sold shares and stocks closing prices). 
 • Stocks’ purchase order  
• Stock’s sale order 
 • Revocation of stock’s purchase or sale orders 
• Follow-up of stock’s purchase or sale orders 
With this option, the customer can follow up stock’s purchase or sale orders that are 
pending for implementation, have been completed or recalled or intend to be recalled during 
the day. 
• Follow-up of stock markets  
The customer can be informed for particular Stock Exchange Indexes (Athens Stock 
Exchange and International Indexes), as well being informed for merchandises and exchange 
rates of Euro basic currencies. 
All the fore mentioned services are available for individuals after having completed its id 
registration in the Internet Banking applications. For the identification of customer, there is 
the Login page where the customer types his password (Userid), the sane with his Internet 
Banking application code. 
As far as the corporations, the vacancies can be informed for their balance accounts and 
the 10 last movements through the mobile banking option. The rest transactions that are 
provided through the option (cards, money transfers and payments) are not available for the 
vacancies of the corporations and are presented as deactivated in the transactions menu. The 
registration process for the corporations in mobile banking is exactly the same as the 
individuals’ one. 
It is worth mentioning that the transactions that are provided via the mobile banking 
constitute a subtotal of the Internet Banking transactions. As a result, any transaction that 
holds the customer through the mobile banking follows the policy of safety and the rules that 
are applied in IB application. (Use of i-Code device in money transactions, Password locking 
memory, and transaction’s commissions etc. 
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3. LITERATURE REVIEW 
In this chapter, it will be reviewed the literature on mobile banking. In the first part, we are 
going to overview researches on the same topic that has been done in other countries and the 
conclusions that have reached. In the second part it will be reviewed the technology 
acceptance framework for mobile banking.  
Most of the empirical researches have been performed in developing countries. A research  
that examines consumer adoption and factors affecting the use of mobile banking in India (A. 
Sharma, 2011) results that mobile banking needs greater penetration of mobile devices and 
network especially in rural areas. 
Another research performed in a specific bank in Isfahan, Iran (A. Sanayei, et al, 2011) 
showed that the quality of the system and the quality of information are significantly effective 
in the satisfaction and the trust of the customers. In addition, trust was the variable with the 
greater impact in customer satisfaction.  In contrary, the interface design does not have such 
an effect.  
A research performed in Ghana (M. Grabbe, et al. 2009), found that the social, economic and 
cultural context for technology adoption has been found to be very important in influencing 
adoption and sustained usage. In this research, these factors have been proved to be much 
more important in adopting mobile banking comparing to other researches.  
Another research performed in Jordan (H. S. Khraim, et al. 2011) suggested that all the six 
factors in the research; self efficacy, trailability
7
, compatibility, complexity, risk and relative 
advantage were statistically significant in influencing mobile banking adoption.  
Several researches have been made on mobile payment services. A research on mobile 
payments in Iran (A. Sanayei et al, 2011) found that satisfaction is an important determinant 
of customer loyalty. It is also found that interactivity and responsiveness influence customer 
loyalty indirectly. Going further, a research on SMS/ Mobile Banking Services in Zimbabwe 
(D. Thulani et al, 2011), confirmed the assertion that the appeal is more about accessibility 
and affordability in developing countries.  
A research from Forrester in Europe, describes mobile banking as a challenge for both banks 
and telecommunication networks. Furthermore, the research marks out the profile of the 
                                                     
 
7
 The extent users would like an opportunity to experiment with the innovation prior to committing 
to its usage (Agarwal and Prasad, 1997) 
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mobile banking users, that is young in age, males, technologically up-to-date, and having high 
income. 
Another work (M. Darsow et al. 2011) explores the growth in mobile banking and compares 
differences and similarities between consumer and corporate mobile banking. This research 
made in US gives an example of mobile banking in a developed country. 
In Germany, another developed country, mobile banking market is still in a stage of relative 
infancy (Scornavacca et al., 2007). Out of the top 100 German banks only 14 banks currently 
offer mobile banking services for their customers despite the high proliferation of mobile 
devices. 
A research of mobile banking portals (Zafiropoulos et al., 2009) concluded that most banks 
did not offer many mobile services and channels. There were also reliability and interface 
flexibility inefficiencies. 
Y. K. Lee et al. (2009) suggested the factors influencing intention to use mobile banking from 
the unified perspectives include general technology perception, technology-specific 
perception, user characteristics, and task user characteristics of mobile banking. To prove this, 
a research model was constructed that included acceptance factors of information technology, 
innovativeness, and absorptive capacity based on previous studies. As a result of the analysis, 
eight of eleven hypotheses were supported 
The legal part of mobile banking is also reviewed (R.H.Weber et al. 2010). Regulators must 
care about not allowing unregulated entities to circumvent their regulation. The article 
concludes that customer trust will lead mobile banking to grow successfully, and in order to 
promote customer confidence, regulatory and legal frameworks must be able to achieve this 
objective.  
A model that has been used in explaining the mobile banking adoption is Technology 
Acceptance Model (TAM). TAM (Davis, 1989) proposes that perceived usefulness and 
perceived ease of use determine an individual's intention to use a system with intention to use 
serving as a mediator of actual system use. Perceived usefulness is also seen as being directly 
impacted by perceived ease of use. The TAM has been continuously studied and expanded-
the two major upgrades being the TAM 2 (Venkatesh & Davis 2000 & Venkatesh 2000) and 
the Unified Theory of Acceptance and Use of Technology (or UTAUT, Venkatesh et al. 
2003). A TAM 3 has also been proposed (Venkatesh & Bala 2008). 
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TAM can be more clearly understood from the figure below, where the factors that affect 
intention to use new technologies, are described. 
Figure 3.1: Conceptual model 
 
The Rasch model (G. Rasch, 1960 – A.S. Yang 2009) analyses the likelihood of a person 
experiencing difficulty performing a particular mobile banking task with respect to the 
person’s ability to adopt mobile banking technology more generally.  
The theory of diffusion of innovations (E.M. Rogers, 1995) established the foundation for 
conducting research on innovation acceptance and adoption. Specifically, Rogers categorized 
individuals with respect to their willingness to adopt new technology into “innovators”, “early 
adopters”, “the late majority” and “laggards”. While the “late majority” tend to be skeptical 
about accepting and adopting new technologies the “laggards” are traditionalists who simply 
prefer ongoing application of habitual technology. 
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4. METHODOLOGY 
In order to achieve the objectives of the study, it is followed a quantitative research 
methodology. For this reason, there were used structured research questionnaires. The use of 
this specific methodology is based on their advantage, that is economical, it requires relative 
little time, and under certain circumstances can be considered reliable. On the other side, 
questionnaires may have a lower degree of responsiveness comparing with other methods and 
lower degree for motivating respondents. Also it is impossible to ensure that all the answers 
are both honest and serious. For specialization, there were used two kinds of questionnaires, 
one for individuals, and one for corporations. 
The two questionnaires have three parts. The questionnaire for individuals has in the first part 
demographic variables included: gender, age, level of education, occupation and monthly 
income level. The second part requires from the individual that participated in the above 
survey to inform us about the degree of familiarization that he or she has with e-banking and 
m-banking, and what he or she believes are the advantages and disadvantages of m-banking 
according to the respondent. There were used dichotomous questions, rating questions and 
ranking questions. At the last part, the questionnaire asked about the services that are willing 
to use regarding the m-banking. The questions are categorized into three groups, firstly, about 
managing banking accounts, secondly, about managing brokerage accounts and thirdly, about 
getting economic and other information. In order to have a well understanding of the 
respondents perceptions there were used the 5-point Likert scale from 1-Not at all to 5-A lot. 
The questionnaire for corporations also consisted of three parts. In the first part there are 
questions to retrieve demographic variables for corporations. For example, there were asked, 
the name of the company, the location, the level of the employees, the level of the sales, the 
sector of the company, the ownership of the company and the gender of the CEO. The 
responses of the two first demographic variables were optional to be answered. The reason for 
this is the unwillingness of many corporations to give honest data. The omission of the name 
may comfort them to answer honestly. The other two parts were the same as the questionnaire 
for individuals.  
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Pre-Test 
Before conducting the main survey, a pre-testing was conducted in order to determine 
whether the respondents had any difficulty understanding the questionnaire. The 
questionnaire were distributed to 15 people and asked to answer the questionnaire and to 
indicate whether there is any vagueness or difficulty in understanding a question. There were 
also encouraged to any other comment relative to the questionnaire. All feedback was 
recorded and adjustments made to the questionnaire.  
Sampling 
The sample of the research was individuals and corporations from Northern Greece. The 
research was conducted from 10/7/2012 to 10/8/2012. The questionnaires were sent via e-mail 
restricting the size of the sample. There used a URL from surveymonkey.com a site that 
provides on-line survey services. For the individuals’ questionnaire, the URL was send via e-
mail to a certain number of respondents using the snowball sampling. For the corporations’ 
the questionnaires were distributed to clients of two certain branches of National Bank of 
Greece and Bank of Cyprus in west Thessaloniki. The questionnaires were also distributed to 
corporations that are members of Chamber of Commerce and Industry of Thessaloniki and to 
clients of an accounting office.  
The target number for the questionnaire responses was 100 for each category. The final 
number of questionnaires gathered was 107 for individuals and 56 for corporations. The 
number of corporate questionnaires gathered is considered low. This is explained from the 
limited time that the research run and the period of summer vacation.  
Reliability and Validity of Research 
Reliability is defined as the extent to which a questionnaire produces the same results on 
repeated trials. High reliability means that if you measured something today, you should get 
the same results at some other time, assuming that what is being measured has not changed. 
For measuring reliability of a research, reliability coefficients are used such as Cronback’s 
alpha which is the most common. In the following tables we present the Cronbach’s Alpha 
coefficient for Likert-scale variables of the two questionnaires. The reliability analysis 
performed in three sets of variables: Intention to manage accounts, intention to manage 
brokerage accounts and intention to get information using mobile banking.  
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Table 4.1: Cronbach’s Alpha coefficient for Likert-scale variables of individuals 
questionnaire 
Variable Cronbach’s Alpha 
Intention to use: Balance Checking, Money  
Transfers between accounts, Managing Loan 
Accounts, Managing Credit Cards, Bill 
Payments, Transaction Alerts, Change 
Security Codes 
0.850 
Intention to use: Buy or/and Sell Stocks, 
Overview and Valuate Portfolio, Buy or/and 
Sell Mutual Funds, Information for Stock 
Prices in Real Time 
0.938 
Intention to use: Information for Network of 
Branches and ATMs, Information for 
Exchange and Interest Rates, Information 
and advertisements for new products and 
services 
0.723 
 
The Cronbach’s Alpha coefficients for the individuals’ questionnaire are high enough to 
assume the reliability of the research. 
Table 4.2: Cronbach’s Alpha coefficient for Likert-scale variables of corporations 
questionnaire 
Variable Cronbach’s Alpha 
Intention to use: Balance Checking, Money 
Transfers between accounts, Managing Loan 
Accounts, Managing Credit Cards, Bill 
Payments, Transaction Alerts, Change 
Security Codes 
0.831 
Intention to use: Buy or/and Sell Stocks, 
Overview and Valuate Portfolio, Buy or/and 
Sell Mutual Funds, Information for Stock 
Prices in Real Time 
0.935 
Intention to use: Information for Network of 0.643 
The use of Mobile Banking in Greece 2012 
 
33 
 
 
Branches and ATMs, Information for 
Exchange and Interest Rates, Information 
and advertisements for new products and 
services 
 
The Cronbach’s Alpha coefficients for the corporations’ questionnaire are high enough to 
assume the reliability of the research. Exception is the last set of variables that has the lowest 
Cronbach’s Alpha. Although this result,  the value is high enough to accept the reliability of 
the research. 
Validity is defined as the extent to which the instrument measures what it claims to measure.  
Limitations 
First of all, the questionnaire was drawn out in Greek language, restricting thus, the research 
only in Greek population. Therefore the research studies the mobile banking in the case of 
Greece.  
In addition, the research was performed in northern Greece with emphasis in area of 
Thessaloniki. This is restrictive because the sample is not representative in this study that has 
to do with the m-banking in Greece.  
The way the research run is also a restriction. The fact that the questionnaires had to be 
distributed by e-mail and completed in a site put out of the sample to people with computer 
illiteracy and elderly population. 
In addition, the research runs for a period of one month during the summer. The duration of 
the research was extremely small and supported by the off season period restricted the 
number of questionnaires collected especially in the case of corporations.  
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5. RESULTS 
5.1 Descriptive Results 
In this chapter, we will present the results of the statistical analysis described in the previous 
chapters.  
In the first part of this chapter, the demographic characteristics of the sample of individuals 
will be presented and then the basic variables of the questionnaire will be described. 
In the second part of this chapter, we will present firstly the demographic variables of the 
corporations participated in the research and then the basic variables will be described. 
5.1.1 Individuals Results on demographic variables  
 Regarding the individuals’ responses, 52.4% were woman and 47.6 % were man. 
Figure 5.1: Gender 
 
 
Most of the respondents were between 26 and 35 years (69.8%), the second largest age group 
was between 36 and 45 years (14.2%), the next age group was between 18 and 25 years 
(10.4%), and the last two age groups have lower percentage than 5%, 3.8% for ages between 
46 and 55, and 1.9% for ages over 55. These results become rational considering that the 
questionnaires were in electronic form and distributed via e-mail. In this way elder people that 
do not have computer literacy were restricted.  
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Figure 5.2: Age 
 
 
The majority of the respondents were highly educated, 45.3% of the respondents hold a 
master degree or a PhD and 42.5% are graduates from university or a higher technical 
institute. The 8.5% of the respondents are graduates from a high school and 3.8% are 
graduates from a technical or professional school. These results can also be explained by the 
type of the questionnaire and the way that distributed because of the lack of computer literacy 
to people with lower education.  
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Figure 5.3: Educational level 
 
The majority of the respondents are occupied in the private sector (67%). 14.2% of the 
respondents are freelancers, 9.4% are occupied in public sector and 9.4% have declared other 
occupation such as student, housekeeper or unemployed. 
Figure 5.4: Occupation 
 
Regarding the monthly income of the respondents, the majority of them receives between 
1200€ and 1500€ (31.1%), the second largest group receives between 900€ and 1200€ 
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(21.7%). 18.9% of the respondents receive less than 600€ and 16% of the respondents receive 
more than 1500€. Finally, the 12.3% of the respondents receive between 600€ and 900€.  
Figure 5.5: Monthly Income 
 
 
5.1.2 Individuals results on basic variables 
In this part, we will describe the basic variables of the individuals’ questionnaire. 68.1% of 
the respondents are using the e-banking while 31.9% are not. 
  
19% 
12% 
22% 
31% 
16% 
<600€ 
601€-900€ 
901€-1200€ 
1200€-1500€ 
>1500€ 
The use of Mobile Banking in Greece 2012 
 
38 
 
 
Figure 5.6: Use of e-banking 
 
80% of the respondents have PDA or another Smartphone, while 20% do not. 
 
Figure 5.7: User of PDA or other Smartphone 
 
 86.8% of the respondents know about mobile banking, while 13.2% of the respondents do 
not. Taking into account the survey of George Bizanidis (December 2007) the percentage of 
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people who knows the mobile banking increased from 63% to 87% in a five years period 
from 2007 to 2012.  
Figure 5.8: Knowing of mobile banking 
 
Finally, 24.2% of the respondents have used mobile banking services while 75.8% do not. On 
the contrary, the survey of George Bizanidis (December 2007) showed that the percentage of 
people who uses the mobile banking was almost 53%. 
Figure 5.9: Use of mobile banking 
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The advantages of the mobile banking according to the respondents is firstly the ability to 
access 24 hours a day the service, secondly the ability to access from any position. Less 
important attributes are the transactions speed, the ease at use, and the ability of quick 
response to the market developments. 
Figure 5.10: Advantages of mobile banking 
 
The disadvantages of mobile banking according to the respondents are firstly the security 
issues and then the difficulty in use of mobile devices. Less important attributes are the speed 
and the response of the network, the cost and the lack of specialized knowledge of 
technology.  
Figure 5.11: Disadvantages of mobile banking 
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The main reason for not using mobile banking is security issues regarding banking accounts 
information (33.7%) and secondly securities issues regarding personal information (27%). We 
have to mention the difference with the survey of George Bizanidis (December 2007) where 
the main reason for not using the mobile banking was the price (33%).18% of the respondents 
worry about failure during a transaction and 10% feel that it is difficult in use. Finally, 6.7% 
of the respondents do not use mobile banking due to cost and 4.5% of the respondents prefer 
to make transactions from a branch.  
Figure 5.12: Main reason for not using mobile banking 
 
The feature that would make mobile banking more desirable according to the respondents is 
the quicker network (46.1%). 44.9% of the respondents desire more useful mobile devices 
and 39.3% of the respondents desire lower cost. 6.7% of the respondents feel that nothing 
could make mobile banking more desirable and 3.4% of the respondents feel that other 
features having to do with security would make mobile banking more desirable. 
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Figure 5.13: Factors that would make mobile banking more desirable  
 
Regarding the mobile banking services that the respondents use or would like to use, 64.8% 
declared managing banking accounts, 38.5% economic information and 14.3% managing 
brokerage accounts.15.4% declared to use all the above service while 15.4% declared that 
would like none service. 
 
Figure 5.13: Mobile banking services  
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Regarding the frequency that respondents use mobile banking, 66% of the respondents have 
never used mobile banking services, 17% of the respondents use mobile banking rarely, 13% 
of the respondent use mobile banking frequently,3% of the respondent use mobile banking 
once and 1% use mobile banking daily.  
 
Figure 5.14: Frequency of use mobile banking  
 
The following variables come from a Likert scale enquiring the respondents’ interest to use a 
specific service of mobile banking. 46.1% of the respondents are highly interested in using 
mobile banking for checking account balances. 31.5% of the respondents are much interested 
to use this particular service, 11.2% of the respondents are moderately interested to use this 
service, 6.7% of the respondents are little interested in this service and 4.5% of the 
respondents are not interested at all. 
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Figure 5.15: Intention to use account balances 
 
The mean of the variable “intention to view account balances through mobile banking” is 
between the values much interested and high interested in this service while the standard 
deviation shows great dispersion around the mean. 
 
Table 5.1: Mean and standard deviation of the variable “Intention to view account balances 
through mobile banking” 
 Mean Std. 
Deviation 
Account balances   4,0787 1,12032 
 
 
37.8% of the respondents are highly interested in transferring money through accounts. The 
32.2% of the respondents are much interested in the service, 12.2% of the respondents are 
moderately interested in the service, 11.1% of the respondents are little interested in the 
service and 6.7% of the respondents are not interested at all. 
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Figure 5.16: Intention to transfer money through accounts  
 
The mean of the variable “intention to transfer money between accounts through mobile 
banking” is between the values moderately interested and lot of interested in this service. The 
standard deviation shows great dispersion around the mean.  
 
Table 5.2: Mean and standard deviation of the variable “intention to transfer money between 
accounts through mobile banking” 
 Mean Std. 
Deviation 
Transferring money 
between accounts 
3,8333 1,23843 
 
16.9% of the respondents are very interested in managing loan accounts using mobile banking 
services.14.6% of the respondents are a lot interested in this specific service, 16.9% are 
interested in the service, 19.1% of the respondents are little interested in the services and 
32.6% are not interested at all. 
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Figure 5.17: Intention to manage loan accounts through mobile banking 
 
The mean of the variable “intention to manage loan accounts through mobile banking” is 
between the values little interested and moderately interested in this service, while the 
standard deviation shows great dispersion around the mean. 
 
Table 5.3: Mean and standard deviation of the variable “intention to manage loan accounts 
through mobile banking” 
 Mean Std. 
Deviation 
Manage loan 
accounts  
2,6404 1,48666 
 
32.2% of the respondents are highly interested in managing their credit card through mobile 
banking services. 28.9% of the respondents are much interested in this service, 14.4% of the 
respondents are moderately interested in the service, 6.7% of the respondents are little 
interested in this service and 17.8% of the respondents are not interested at all. 
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Figure 5.18: Intention to manage credit card through mobile banking 
 
The mean of the variable “intention to manage credit card through mobile banking” is 
between the values moderately interested and lot of interested. The standard deviation shows 
great dispersion around the mean. 
 
Table 5.4: Mean and standard deviation of the variable “intention to manage credit card 
through mobile banking” 
 Mean Std. 
Deviation 
Manage Credit Card 3,5111 1,45528 
 
37.5% of the respondents are highly interested in bill payments through mobile banking. 
30.7% of the respondents are much interested in this service, 12.5% of the respondents are 
moderately interested in the service, 10.2% of the respondents are little interested in this 
service and 9.1% of the respondents are not interested at all. 
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Figure 5.19: Intention to make bill payments through mobile banking 
 
The mean of the variable “intention to use bill payments through mobile banking” is between 
the values moderately interested and much interested in this service. The standard deviation 
shows great dispersion around the mean. 
Table 5.5: Mean and standard deviation of the variable “intention to use bill payments 
through mobile banking” 
 Mean Std. 
Deviation 
Bill Payments 3,7727 1,30188 
 
37.8% of the respondents are highly interested to be informed for a transaction when occurs 
by a message or e-mail. 23.3% of the respondents are much interested in this service, 12.2% 
of the respondents are moderately interested in the service, 11.1% of the respondents are little 
interested in the service and 15.6% of the respondents are not interested at all to this service. 
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Figure 5.20: Intention to use transactions’ alerts 
 
The mean of the variable “intention to use transactions’ alerts through mobile banking” is 
between the values moderately interested and much interested in this service. The standard 
deviation shows great dispersion around the mean. 
Table 5.6: Mean and standard deviation of the variable “intention to use transactions’ alerts 
through mobile banking” 
 Mean Std. 
Deviation 
Transactions 
Alerts 
3,5667 1,47679 
 
21.1% of the respondents are highly interested in changing the security codes through mobile 
banking. 22.2% of the respondents are much interested in this service, 27.8% of the 
respondents are moderately interested in this service,14.4% of the respondents are little 
interested in this service and 14.4% of the respondents are not interested at all at this service. 
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Figure 5.21: Intention to change security codes through mobile banking 
 
The mean of the variable “intention to change security codes through mobile banking” is 
between the values moderately interested and much interested, while the standard deviation 
shows great dispersion around the mean. 
 
 
Table 5.7: Mean and standard deviation of the variable “intention to change security codes 
through mobile banking” 
 Mean Std. 
Deviation 
Changing 
security codes 
3,2111 1,32813 
 
10% of the respondents are highly interested in buying or/and selling stocks through mobile 
banking. 6.7% of the respondents are much interested in this service, 11.1% of the 
respondents are moderately interested in the service, 18.9% of the respondents are little 
interested in this service and 53.3% of the respondents are not interested at all to this service. 
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Figure 5.22: Intention to buy or/and sell stocks through mobile banking 
 
The mean of the variable “intention to buy and/or sell stocks through mobile banking” is 
between the values little interested and moderately interested in this service. The standard 
deviation shows great dispersion around the mean. 
Table 5.8: Mean and standard deviation of the variable “intention to buy and/or sell stocks 
through mobile banking” 
 Mean Std. 
Deviation 
Buy and/or sell stocks 2,0111 1,35327 
 
8.9% of the respondents are highly interested in over viewing and valuating a portfolio of 
stock or/and mutual funds. 15.6% of the respondents are much interested in this service, 
11.1% of the respondents are moderately interested in this service, 14.4% of the respondents 
are little interested in this service and 50 % of the respondents are not interested at all to this 
service. 
 
 
  
53,3% 
18,9% 
11,1% 
6,7% 
10,0% 
0,0% 
10,0% 
20,0% 
30,0% 
40,0% 
50,0% 
60,0% 
None Little Moderately Much High 
The use of Mobile Banking in Greece 2012 
 
52 
 
 
Figure 5.23: Intention to overview and valuate a portfolio of stocks and/or mutual funds  
 
The mean of the variable “intention to overview and valuate a portfolio of stocks and/or 
mutual funds” is between the values little interested and moderately interested in this service, 
while the standard deviation shows great dispersion around the mean. 
 
Table 5.9: Mean and standard deviation of the variable “intention to overview and valuate a 
portfolio of stocks and/or mutual funds 
 Mean Std. 
Deviation 
Overview and Valuate 
Portfolio 
2,1889 1,42130 
 
 2.2% of the respondents are highly interested in buying or/and selling mutual funds through 
mobile banking. 4.4% of the respondents are much interested in this service, 13.3% of the 
respondents are moderately interested in this service, 22.2% of the respondents are little 
interested in this service and 57.8% of the respondents are not interested at all in this service. 
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Figure 5.24: Intention to buy and/or sell mutual funds through mobile banking 
 
The mean of the variable “intention to buy and/or sell mutual funds through mobile banking” 
is between the values not interested at all and little interested in this service. The standard 
deviation shows dispersion around the mean. 
 
Table 5.10: Mean and standard deviation of the variable “intention to buy and/or sell mutual 
funds through mobile banking 
 Mean Std. 
Deviation 
Buy and/or sell mutual 
funds 
1,7111 1,00833 
 
13.5% of the respondents are highly interested in getting informed for the price of stocks in 
real time.14.6% of the respondents are much interested in this service, 14.6% of the 
respondents are moderately interested in this service, 16.9% of the respondents are little 
interested in this service and  40.4% of the respondents are not interested at all to this service. 
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Figure 5.25: Intention to get informed of stock prices in real time 
 
The mean of the variable intention to get informed for stock prices in real time” is between 
the values little interested and moderately interested in the service. The standard deviation 
shows great dispersion around the mean. 
 
Table 5.11: Mean and standard deviation of the variable “intention to get informed for stock 
prices’ in real time” 
 Mean Std. 
Deviation 
Information for stocks’ 
prices in real time 
2,4382 1,47675 
 
33% of the respondents are highly interested in finding the network of branches and ATM’s 
through mobile banking. 38.6% of the respondents are much interested in this service, 15.9% 
of the respondents are moderately interested in this service, 9.1% of the respondents are little 
interested in this service and 3.4% of the respondents are not interested at all in this service. 
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Figure 5.26: Intention to locate the network of branches and ATMs  
 
The mean of the variable “intention to get informed for branches and ATMs’ network through 
mobile banking” is between the values moderately interested and much interested in this 
service. The standard deviation shows dispersion around the mean. 
 
Table 5.12: Mean and standard deviation of the variable “intention to get informed for 
branches and ATMs’ network through mobile banking 
 Mean Std. 
Deviation 
Information for network 
of branches and ATMs 
3,8864 1,07673 
 
9.1% of the respondents are highly interested in finding the exchange and interest rates 
through mobile banking. 26.1% of the respondents are much interested in this service, 26.1% 
of the respondents are moderately interested in this service, 17% of the respondents are little 
interested in this service and 21.6% of the respondents are not interested at all in this service. 
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Figure 5.27: Intention to get informed for exchange and interest rates 
 
The mean of the variable “intention to get informed for exchange and interest rates through 
mobile banking” is between the values little interested and moderately interested in this 
service. The standard deviation shows great dispersion around the mean. 
 
Table 5.13: Mean and standard deviation of the variable “intention to get informed for 
exchange and interest rates through mobile banking” 
 Mean Std. 
Deviation 
Information for exchange 
and interest rates 
2,8409 1,28552 
 
4.5% of the respondents are highly interested to get informed for services and products of the 
bank. 8% of the respondents are much interested in this service, 20.5% of the respondents are 
moderately interested in this service, 27.3% of the respondents are little interested in this 
service and 39.8% of the respondents are not interested at all in this service. 
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Figure 5.28: Intention to get informed for services and products of the bank 
 
The mean of the variable “intention to get informed for the bank’s new products and services 
through mobile banking” is between the values little interested and moderately interested in 
this service, while the standard deviation shows great dispersion around the mean. 
 
Table 5.14: Mean and standard deviation of the variable “intention get informed for the 
bank’s new products and services through mobile banking” 
 Mean Std. 
Deviation 
Information for bank’s 
new products and 
services 
2,1023 1,15510 
 
58.6% of the respondents are selecting the bank for their mobile transactions due to the total 
reliability of the bank. 23% of the respondents are selecting the bank because it satisfies their 
needs. 9.2%of the respondents have other reason for selecting their bank for mobile banking 
services. 8% of the respondents choose the bank due to the ease of use and the attractiveness 
of the bank’s site. Finally, 1.1% of the respondents are selecting the bank due to the bank’s 
advertisement campaign. 
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Figure 5.29: Reasons for selecting bank for mobile services 
 
The final question inquires whether the respondents are willing to receive advertisements 
messages from the bank in order to have charge free mobile banking services. 56.3% of the 
respondents replied positively, while 43.7% of the respondents replied negatively. 
 
Figure 5.30: Willingness to receive advertisement messages for having charge free mobile 
banking services 
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5.1.3 Corporations Results on demographic variables 
In this part, we will analyze the variables of the corporations’ responses. Firstly, the 
demographic variables will be presented and then the basic variables will be described. 
The two first questions inquired about the name and the address of the corporations was 
optional. Less than the half of the respondents answered these questions.  
The majority of the corporations have between 0 and 19 employees (63.6%). 20% of the 
corporations have more than 60 employees and 14.5% of the corporations have between 20 
and 39 employees. Finally, 1.8% of the corporations have between 40 and 59 employees. 
Figure 5.31: Employees of the corporations 
 
58.5% of the corporations have sales more than 500,000€, 22.6% of the corporations have 
sales less than 100,000€, 13.2% of the corporations have sales between 250,000 and 500,000 
and 5.7% of the corporations have sales between 100,000 and 250,000. 
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Figure 5.32: Sales level of corporations 
 
44.4% of the corporations are activating in services, 24.1% of the corporations are activating 
in commerce, 13% of the corporations are activating in constructions, 7.4% of the 
corporations are activating in industry, and 3.7% of the corporations are activating in 
transportations and maritime. 
Figure 5.33: Field of activity 
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Regarding the ownership of the corporations, 56.6% of the corporations are incorporated, 
18.9% of the corporations are personal or family enterprises, 15.1% of the corporations are 
partnerships, and 9.4% of the corporations are limited liabilities corporations.  
Figure 5.34: Ownership of corporations 
 
 ( ΟΕ,EE= Partnership, AE= SA, ΕΠΕ= LTD) 
88.7% of the corporations have a male CEO, while 11.3% of the companies have a female 
CEO. 
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Figure 5.35: Gender of CEO 
 
83.7% of the corporations are using the e-banking while 16.3% do not. 
 
5.1.4 Corporations results on basic variables 
Figure 5.36: Use of e-banking 
 
87.8% of the corporations own a PDA or another Smartphone while 12.2% do not. 
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Figure 5.37: Owning of PDA or other Smartphone 
 
87.2% of corporations are aware of mobile banking while 12.8% do not. 
Figure 5.38: Awareness of mobile banking 
 
47.9% of the corporations have used mobile banking services while 52.1% of the corporations 
have not used mobile banking services. 
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Figure 5.39: Use of mobile banking 
 
The advantages of mobile banking according to corporations are firstly the ability to access 
24 hours a day the service and secondly the ability to access from any position. Less 
important attributes are the ease at use, the transactions speed, and the ability of quick 
response to the market developments. 
Figure 5.40: Advantages of mobile banking 
 
The disadvantages of mobile banking according to corporations are firstly the security issues 
and then the difficulty in use of mobile devices. Less important attributes are the speed and 
the response of the network, the cost and the lack of specialized knowledge of technology.  
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Figure 5.41: Disadvantages of mobile banking 
 
 
The feature that would make mobile banking more desirable according to the corporations is 
the quicker network (56.5%). 52.2% of the corporations desire more useful mobile devices 
and 43.5% desire lower cost. 2.2% of the corporations feel that nothing could make mobile 
banking more desirable and 2.2% of the corporations feel that other features having to do with 
more transactions would make mobile banking more desirable. 
Figure 5.42: Reasons for making mobile banking more desirable 
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Regarding the mobile banking services that the corporations use or would like to use, 62.5% 
of the corporations declared managing banking accounts, 31.3% of the corporations declared 
economic information and 14.6% of the corporations declared managing brokerage accounts. 
22.9% of the corporations declared to use all the above service while 16.7% of the 
corporations declared that would like none service. 
Figure 5.43: Mobile banking services 
 
Regarding the frequency that corporations use mobile banking, 38% of the corporations have 
never used mobile banking services, 28% of the corporations’ use mobile banking rarely, 32% 
of the corporations use mobile banking frequently and 2% of corporations use mobile banking 
daily.  
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Figure 5.44: Frequency of use mobile banking for corporations 
 
44.9% of the corporations are highly interested in checking account balances through mobile 
banking. 32.7% of the corporations are much interested in this service, 8.2% of the 
corporations are moderately interested in this service, 12.2% of the corporations are little 
interested in this service and 2% of the corporations are not interest at all in this service 
Figure 5.45: Intention to check account balances through mobile banking  
 
The mean of the variable “intention to view account balances through mobile banking” is 
between the values lot of interested and highly interested, while the standard deviation shows 
dispersion around the mean. 
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Table 5.15: Mean and standard deviation of the variable “intention to view account balances 
through mobile banking” 
 
 
 
36.7% of the corporations are highly interested in making transfers between accounts through 
mobile banking.  42.9% of corporations are much interested in this service, 10.2% of the 
corporations are moderately interested in this service, 2% of the corporations are little 
interested and 8.2% of the corporations are not interested at all in this service. 
Figure 5.46: Intention to make transfers between accounts through mobile banking 
 
The mean of the variable “intention to transfer money between accounts through mobile 
banking” is between the values moderately interested and much interested. The standard 
deviation shows dispersion around the mean. 
Table 5.16: Mean and standard deviation of the variable “intention to transfer money 
between accounts through mobile banking” 
 Mean Std. Deviation 
Transferring money  
between accounts 
3,9796 1,14546 
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16.3% of the corporations are highly interested in managing their loan accounts through 
mobile banking.12.2% of the corporations are much interested in this service, 8.2% of the 
corporations are moderately interested in the service, 34.7% of the corporations are little 
interested in this service and  28.6% of the corporations are not interested at all in this service. 
 
Figure 5.47: Intention to manage loan account through mobile banking  
 
The mean of the variable “intention to manage loan accounts though mobile banking” is 
between the values little interested and moderately interested while the standard deviation 
shows great dispersion around the mean. 
 
Table 5.17: Mean and standard deviation of the variable “intention to manage loan accounts 
through mobile banking” 
 Mean Std. Deviation 
Managing Loan 
Accounts 
2,5306 1,44485 
 
24.5% of the corporations are highly interested in managing credit card through mobile 
banking. 12.2% of the corporations are much interested in this service, 20.4% of the 
corporations are moderately interested in this service, 28.6% of the respondents are little 
interested in this service, and 14.3% of the respondents are not interested at all at this service. 
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Figure 5.48: Intention to manage credit card through mobile banking 
 
The mean of the variable “intention to manage credit card through mobile banking” is 
between the values moderately interested and much interested in the service. The standard 
deviation shows a great dispersion around the mean. 
 
Table 5.18: Mean and standard deviation of the variable “intention to manage credit card 
through mobile banking” 
 
 
 
 
31.3% of the corporations are highly interested in bill payments through mobile banking. 
33.3% of the corporations are much interested in this service, 14.6% of the corporations are 
moderately interested in this service, 12.5% of the corporations are little interested in this 
service, and 8.3% of the corporations are not interested at all at this service. 
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Figure 5.49: Intention to use bill payments through mobile banking 
 
The mean of the variable “intention to use bill payments through mobile banking” is between 
the values moderately interested and much interested. The standard deviation shows great 
dispersion around the mean. 
 
Table 5.19: Mean and standard deviation of the variable “intention to use bill payments 
through mobile banking” 
 
 
 
 
41.7% of the corporations are highly interested in having transactions’ alerts through mobile 
banking. 27.1% of the corporations are much interested in this service. 12.5% of the 
corporations are moderately interested in this service, 6.3% of the corporations are little 
interested in this service, and 12.5% of the corporations are not interested at all at this service. 
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Figure 5.50: Intention to use transactions alerts through mobile banking 
 
The mean of the variable “intention to use transactions’ alerts through mobile” is between the 
values moderately interested and much interested. The standard deviation shows great 
dispersion around the mean. 
 
Table 5.20: Mean and standard deviation of the variable “intention to use transactions’ 
alerts through mobile banking” 
 
 
 
 
20.8% of the corporations are highly interested in changing security codes through mobile 
banking.18.8% of the corporations are much interested in this service,16.7% of the 
corporations are moderately interested in the service, 16.7% of the corporations are little 
interested in this service, and 27.1% of the corporations are not interested at all at this service.  
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Figure 5.51: Intention to change security codes through mobile banking 
 
The mean of the variable “intention to change security codes through mobile banking” is 
between the values little interested and moderately interested. The standard deviation shows 
great dispersion around the mean. 
Table 5.21: Mean and standard deviation of the variable “intention to change security codes 
through mobile banking 
 Mean Std. Deviation 
Changing 
security codes 
2,8958 1,51923 
 
6.3% of the corporation are highly interested in buying or/and selling stocks through mobile 
banking. 8.3% of the corporations are much interested in this service, 8.3% of the 
corporations are moderately interested in this service, 20.8% of the corporations are little 
interested in this service, and 56.3% of the corporations are not interested at all at this service. 
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Figure 5.52: Intention to buy or/and sell stocks through mobile banking 
 
The mean of the variable “intention to buy and/or sell stocks through mobile banking” is 
between the values not interested at all and little interested while the standard deviation shows 
great dispersion around the mean. 
 
Table 5.22: Mean and standard deviation of the variable “intention to buy and/or sell stocks 
through mobile banking 
 Mean Std. Deviation 
Buy and/or sell stocks 1,8750 1,24840 
 
8.3% of the corporations are highly interested in over viewing and valuating their portfolio 
through mobile banking. 10.4% of the corporations are much interested in this service,  2.1% 
of the corporations are moderately interested in this service, 31.3% of the corporations are 
little interested in this service, and  47.9% of the corporations are not interested at all at this 
service. 
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Figure 5.53: Intention to overview and valuate portfolio through mobile banking 
 
The mean of the variable “intention to overview and valuate a portfolio of stocks and/or 
mutual funds” is exactly at the value little interested in the service. The standard deviation 
shows great dispersion around the mean. 
 
 Table 5.23: Mean and standard deviation of the variable “intention to overview and valuate 
a portfolio of stocks and/or mutual funds 
 Mean Std. Deviation 
Overview and valuate 
portfolios 
2,0000 1,30466 
 
6.3% of the corporations are highly interested in buying or/and selling mutual funds through 
mobile banking. 4.2% of the corporations are interested much in this service, 2.1% of the 
corporations are moderately interested in this service, 33.3% of the corporations are a little 
interested in this service and 54.2% of the corporations are not interested at all in this service. 
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Figure 5.54: Intention to buy or/and sell mutual funds through mobile banking 
 
The mean of the variable “intention to buy and or sell mutual funds through mobile banking” 
is between the values not interested at all and little interested in the service. The standard 
deviation shows great dispersion around the mean. 
 
Table 5.24: Mean and standard deviation of the variable “intention to buy and/or sell mutual 
funds through mobile banking 
 Mean Std. Deviation 
Buy and/or sell mutual 
funds 
1,7500 1,12041 
 
17% of the corporations are highly interested in getting informed for the stock prices in real 
time through mobile banking. 8.5% of the corporations are much interested in this service, 
6.4% of the corporations are moderately interested in this service, 14.9% of the corporations 
are little interested in this service, and 53.2% of the respondents are not interested at all in this 
service. 
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Figure 5.55: Intention to get informed for stock prices in real time 
 
The mean of the variable “intention to get informed for the stocks prices’ in real time” is 
between the values little interested and moderately interested. The standard deviation shows a 
great dispersion around the mean. 
 
Table 5.25: Mean and standard deviation of the variable “intention to get informed for stock 
prices’ in real time” 
 Mean Std. Deviation 
Information of stock 
prices in real time 
2,2128 1,57337 
 
8.3% of the corporations are highly interested in changing security codes for stock markets 
transactions.12.5% of the corporations are much interested in this service,12.5% of the 
corporations are moderately interested in this service,12.5% of the corporations are little 
interested in this service, and 54.2% of the corporations are not interested at all in this service. 
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Figure 5.56: Intention to change security codes for stock market transactions 
 
The mean of the variable “intention to change security codes for stock market transactions” is 
between the values a little interested and moderately interested in the service. The standard 
deviation shows great dispersion around the mean. 
 
Table 5.26: Mean and standard deviation of the variable “intention to change security codes 
for stock market transactions” 
 Mean Std. Deviation 
Changing security  
codes 
2,0833 1,39655 
 
 
22.4% of the corporations are highly interested in getting informed for branches and ATMs 
network through mobile banking. 36.7% of the corporations are much interested in this 
service, 20.4% of the corporations are moderately interested in this service, 16.3% of the 
corporations are a little interested in this service, and 4.1% of the corporations are not 
interested at all in this service. 
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Figure 5.57: Intention to get informed for branches and ATMs network through mobile 
banking 
 
The mean of the variable “intention to get informed for branches and ATMs’ network” is 
between the values moderately interested and much interested in the service. The standard 
deviation shows great dispersion around the mean. 
 
Table 5.27: Mean and standard deviation of the variable “intention to get informed for 
branches and ATMs’ network through mobile banking” 
 Mean Std. Deviation 
Information of network 
of branches and ATMs 
3,5714 1,13652 
 
12.2% of the respondents are highly interested in getting informed for exchange and interest 
rates through mobile banking. 18.4% of the respondents are much interested in this service, 
26.5% of the respondents are moderately interested in this service, 28.6% of the corporations 
are a little interested in this service, and 14.3% of the corporations are not interested at all in 
this service. 
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Figure 5.58: Intention to get informed for exchange and interest rates through mobile 
banking 
 
The mean of the variable “intention to get informed foe exchange and interest rates through 
mobile banking” is between the values a little interested and moderately interested in the 
service. The standard deviation shows great dispersion around the mean. 
Table 5.28: Mean and standard deviation of the variable “intention to get informed for 
exchange and interest rates through mobile banking” 
 Mean Std. Deviation 
Information for exchange 
and interest rates 
2,8571 1,24164 
 
2% of the corporations are highly interested in getting informed for new banking products and 
services.10.2% of the corporations are much interested in this service, 14.3% of the 
respondents are moderately interested in this service, 34.7% of the respondents are a little 
interested in this service, and 38.8% of the corporations are not interested at all in this service. 
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Figure 5.59: Intention to getting informed for new banking products and services  
 
The mean of the variable “intention to get informed for bank’s new products or services 
through mobile banking” is between the values little interested and moderately interested. The 
standard deviation shows dispersion around the mean. 
Table 5.29: Mean and standard deviation of the variable “intention get informed for the 
bank’s new products and services through mobile banking” 
 Mean Std. Deviation 
Information for bank’s 
new products and 
services 
2,0204 1,07024 
 
49% of the corporations choose their bank for performing on-line transactions for the bank’s 
total reliability.43% of the corporations choose the bank that satisfies their demands for 
performing on-line transactions. 6% of the corporations choose their bank because of the ease 
of use and the appearance of the bank’s site, and 2% of the corporations choose their bank 
because of the advertisement of mobile banking services. 
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Figure 5.60: Reasons for selecting a bank for on-line transactions 
 
61% of the corporations would accept advertising messages during mobile banking 
transactions in order to have the mobile banking services charge free. 39% of the corporations 
would not accept advertising messages. 
Figure 5.61: Willingness to receive advertisement messages for having charge free mobile 
banking services 
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29% of the respondents would not use mobile banking due to the fear of failure during a 
mobile banking transaction. 27% of the corporations feel uncertainty of security for accounts 
information. 19% of the corporations feel that mobile banking is difficult in use. 15% of the 
corporations feel insecure about personal information, 6% of the corporations prefer making 
transactions through a branch and 4% of the corporations feel that mobile banking services 
are expensive. 
Figure 5.62: Reasons for not using mobile banking 
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5.2 CROSSTABS ANALYSIS 
In this chapter, we will analyze the results from the combination of two variables. Firstly, 
we will analyze the individuals’ variables and more specifically the use of mobile banking, 
the awareness of mobile banking and the frequency of mobile banking transactions compared 
with demographic characteristics and the reasons for selecting bank for on-line transactions 
comparing with occupation and age. 
Then, we will analyze the results from the combination of corporate variables. The use of 
mobile banking, the awareness of mobile banking, the frequency of mobile banking 
transactions and the reason for selecting bank for on-line transactions in corporations will be 
associated with the number of employees, the sales level, the field of activity, the ownership, 
the gender of CEO and the use of e-banking. 
The results from the relationship between the above variables are presented in the tables 
below.  
 
5.2.1 Individuals Crosstabs 
 
Table 5.30: Relationship between the variables “use of mobile banking” and “gender” 
 Gender Total 
Man Woman 
Use of mobile banking 
Yes 81,8% 18,2% 100,0% 
No 39,7% 60,3% 100,0% 
Total 50,0% 50,0% 100,0% 
 
From the Table 5.30 above become clear that men are heavier users of mobile banking. 81.8% 
of the respondents that use mobile banking are male. On the other side, 60.3% of the 
respondents that do not use mobile banking are women. This result confirms previous 
researches. The results are statistically significant in 95% confidence level. 
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Table 5.31: Relationship between the variables “use of mobile banking” and “age” 
 Age Total 
18-25 26-35 36-45 46-55 55+ 
Use of mobile banking 
Yes 9,1% 72,7% 9,1%  9,1% 100,0% 
No 13,0% 69,6% 14,5% 2,9%  100,0% 
Total 12,1% 70,3% 13,2% 2,2% 2,2% 100,0% 
 
From the Table 5.31 above, there is a concentration of mobile banking users in ages 26-35. 
This finding is typical and also confirmed from other researches (Forrester research, 2008). 
However, there are exceptions for example 9.1% of the mobile banking users that are more 
than 55 years old.  
Table 5.32: Relationship between the variables “use of mobile banking” and “education 
level”  
 Education Level Total 
High School Technical School University  Master/PhD 
Use of mobile banking 
Yes   50,0% 50,0% 100,0% 
No 7,2% 4,3% 43,5% 44,9% 100,0% 
Total 5,5% 3,3% 45,1% 46,2% 100,0% 
 
The users of mobile banking are highly educated.50% of the respondents that use mobile 
banking hold a university degree and the other 50% of the respondent that use mobile banking 
hold a master or a PhD. This shows a clear relationship between the use of mobile banking 
and education. The results for the non-users of mobile banking are more scattered. 
Table 5.33:Relationship between the variables “use of mobile banking” and “occupation”  
 Occupation Total 
Private Sector Public Sector Freelancer 
Use of mobile banking 
Yes 76,2% 14,3% 9,5% 100,0% 
No 75,8% 9,7% 14,5% 100,0% 
Total 75,9% 10,8% 13,3% 100,0% 
 
The results that come from the crosstab of the two variables “use of mobile banking” and 
“occupation” show that those who work in private sector are the majority of the mobile 
banking users. This is probably an effect of the little time available that have the workers in 
the private sector. 
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Table 5.34: Relationship between the variables “use of mobile banking” and “monthly 
income”  
 Monthly Income Total 
<600 601-900 901-1200 1201-1500 >1500 
Use of mobile banking 
Yes 18,2% 4,5% 27,3% 31,8% 18,2% 100,0% 
No 20,3% 14,5% 17,4% 31,9% 15,9% 100,0% 
Total 19,8% 12,1% 19,8% 31,9% 16,5% 100,0% 
 
The Table 5.34 above shows the relationship between the use of mobile banking and the 
income. The users of mobile banking seem to be scattered having a small concentration in 
higher income. The expectation agrees with the survey of George Bizanidis(December 2007) 
that there is a concentration of mobile banking users that have  income between 800-1200€. 
Most mobile banking users have higher income is refuted from the fact that mobile services 
are in general a daily routine for almost everybody. 
Table 5.35: Relationship between the variables “use of mobile banking” and “use of e-
banking”  
 Use of e-banking Total 
Yes No 
Use of mobile banking 
Yes 90,9% 9,1% 100,0% 
No 60,9% 39,1% 100,0% 
Total 68,1% 31,9% 100,0% 
 
There is a definite relationship between the mobile banking and e-banking. The two services 
are considered complementary and this is confirmed by the results. It is also interesting that 
there are 9.1% of the respondents that use mobile banking without using e-banking. The 
results above are statistically significant at 95% confidence level. 
Table 5.36: Relationship between the variables “awareness of mobile banking” and 
“gender”  
 Gender Total 
Man Woman 
Awareness of mobile 
banking 
Yes 53,8% 46,2% 100,0% 
No 25,0% 75,0% 100,0% 
Total 50,0% 50,0% 100,0% 
The use of Mobile Banking in Greece 2012 
 
87 
 
 
 
The Table 5.36 above shows the relationship between the variables “awareness of mobile 
banking” and the “gender”. The results for those aware of mobile banking are almost 
scattered between the sexes. On the other side 75% of those non-aware of mobile banking are 
women. 
Table 5.37: Relationship between the variables “awareness of mobile banking” and “age”  
 Age Total 
18-25 26-35 36-45 46-55 55+ 
Awareness of mobile 
banking 
Yes 12,7% 69,6% 13,9% 1,3% 2,5% 100,0% 
No 8,3% 75,0% 8,3% 8,3%  100,0% 
Total 12,1% 70,3% 13,2% 2,2% 2,2% 100,0% 
 
The Table 5.37 above shows the relationship between the variables “awareness of mobile 
banking” and “age”. Almost 70% of the respondents between 26 and 35 years know mobile 
banking. The results in those that do not know mobile banking are scattered.  
 
Table 5.38: Relationship between the variables “awareness of mobile banking” and 
“education level”  
 Education Level Total 
High School Technical School University Master/PhD 
Awareness of mobile 
banking 
Yes 5,1% 2,5% 44,3% 48,1% 100,0% 
No 8,3% 8,3% 50,0% 33,3% 100,0% 
Total 5,5% 3,3% 45,1% 46,2% 100,0% 
 
The Table 5.38 above confirms the relationship between mobile banking and education. The 
vast majority of those aware the mobile banking holds a university degree, a master or a PhD.  
Table 5.39: Relationship between the variables “awareness of mobile banking” and “use of 
mobile banking”  
 Use of mobile banking Total 
Yes No 
Awareness of mobile 
banking 
Yes 27,8% 72,2% 100,0% 
No  100,0% 100,0% 
Total 24,2% 75,8% 100,0% 
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In the Table 5.39 above is presented the results from the crosstabs of the variables “use of 
mobile banking” and “awareness of mobile banking”. The important in this table is that 
27.8% of the respondents that know mobile banking use it. The other 72.2% of the 
respondents that also know mobile banking is not a user yet. This has to do with fear of the 
new banking service and not satisfying attempts of banks’ marketing. The results of the Table 
above are statistically significant at 95% confidence level. 
 
Table 5.40: Relationship between the variable “frequency of mobile banking transactions” 
and “gender”  
 Gender Total 
Man Woman 
Frequency of mobile 
banking transactions 
Never 33,9% 66,1% 100,0% 
Once 66,7% 33,3% 100,0% 
Rarely 73,3% 26,7% 100,0% 
Frequently 91,7% 8,3% 100,0% 
Every day 100,0%  100,0% 
Total 50,0% 50,0% 100,0% 
 
The Table 5.40 above depicts the relationship between “frequency of mobile banking 
transactions” and “gender”. It seems that men are more frequent users, contrary to women in 
whom the majority of them (66%) have never used mobile banking. The results presented are 
statistically significant in 95% confidence level. 
 
Table 5.41: Relationship between the variables “frequency of mobile banking transactions” 
and “age”  
 Age Total 
18-25 26-35 36-45 46-55 55+ 
Frequency of mobile 
banking transactions 
Never 15,0% 68,3% 13,3% 3,3%  100,0% 
Once  100,0%    100,0% 
Rarely 6,7% 66,7% 20,0%  6,7% 100,0% 
Frequently 8,3% 75,0% 8,3%  8,3% 100,0% 
Every day  100,0%    100,0% 
Total 12,1% 70,3% 13,2% 2,2% 2,2% 100,0% 
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In the Table 5.41 above we present the results from the crosstab of the variables “frequency of 
mobile banking transactions” and “age”. The ages between 26 and 35 are the more frequent 
users. The other age groups are more occasionally users. Surprisingly, there are ages above 55 
that use mobile banking frequently. 
 
Table 5.42: Relationship between the variables “frequency of mobile banking transactions” 
and “education level”  
 Education Level Total 
High 
School 
Technical 
School 
University Master/PhD 
Frequency of mobile 
banking transactions 
Never 6,7% 3,3% 45,0% 45,0% 100,0% 
Once  33,3%  66,7% 100,0% 
Rarely   73,3% 26,7% 100,0% 
Frequently   25,0% 75,0% 100,0% 
Every day 100,0%    100,0% 
Total 5,5% 3,3% 45,1% 46,2% 100,0% 
 
From the relationship between “education level” and “frequency of mobile banking 
transactions” the higher educated are more frequent users. Despite the existence of “extreme 
values” this seems to be a strong relationship. The results are statistically significant at 95% 
confidence level. 
 
 
Table 5.43: Relationship between the variables “frequency of mobile banking transactions” 
and “use of mobile banking”  
 Use of mobile banking Total 
Yes No 
Frequency of mobile 
banking transactions 
Never  100,0% 100,0% 
Once  100,0% 100,0% 
Rarely 73,3% 26,7% 100,0% 
Frequently 91,7% 8,3% 100,0% 
Every day  100,0% 100,0% 
Total 24,2% 75,8% 100,0% 
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From the Table 5.43 above, we present the relationship between the variables “use of mobile 
banking” and “frequency of mobile banking transactions”. It is important to notice that the 
users of mobile banking use the service rarely and frequently. These results confirm the view 
that mobile banking is a complementary service. The results presented above are statistically 
significant at 95% confidence level. 
Table 5.44: Relationship between the variables “reasons for selecting bank for on-line 
transactions” and “occupations”  
 Occupation Total 
Private 
Sector 
Public Sector Freelancer 
Reason for selecting bank 
for on line transactions 
Ease of use 50,0% 16,7% 33,3% 100,0% 
Advertisement 100,0%   100,0% 
Satisfaction 78,9% 5,3% 15,8% 100,0% 
Reliability 80,9% 10,6% 8,5% 100,0% 
Total 78,1% 9,6% 12,3% 100,0% 
 
The Table 5.44 above presents the results of the crosstab between the variables “reason for 
selecting bank for on-line transactions” and “occupation”. For the private sector workers 
reliability, satisfaction and advertisement are the main reasons. For the public sector workers 
and freelancers ease to use seems to be the most important reason.  
Table 5.45: Relationship between the variables “reason for selecting bank for on-line 
transactions” and “age”  
 Age Total 
18-25 26-35 36-45 46-55 55+ 
Reason for selecting bank 
for on-line transactions 
Ease of use  100,0%    100,0% 
Advertisement  100,0%    100,0% 
Satisfaction 15,0% 65,0% 20,0%   100,0% 
Reliability 13,7% 64,7% 15,7% 2,0% 3,9% 100,0% 
Total 12,7% 68,4% 15,2% 1,3% 2,5% 100,0% 
  
The Table 5.45 above presents the result from the crosstab of the variables “reason for 
selecting bank for on-line transactions” and “age”. Reliability is important for all ages, while 
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satisfaction is important for the ages between 18 and 45. Ease of use and advertisement is 
important for ages 26 to 35. 
 
5.2.2 Corporation Crosstabs 
Table 5.46: Relationship between “number of employees” and “use of mobile banking” 
 Number of employees  Total 
0-19 20-39 40-59 60+ 
Use of mobile banking 
Yes 69,6% 8,7% 4,3% 17,4% 100,0% 
No 62,5% 16,7%  20,8% 100,0% 
Total 66,0% 12,8% 2,1% 19,1% 100,0% 
 
The Table 5.46 above illustrates the relationship between the number of employees and 
the use of mobile banking. As  it can be seen, more than the two thirds of the corporations 
with 0-19 employees are using mobile banking reaching approximately 70%, while the 
corporations of 20 to 60 employees make almost no use of mobile banking. Lastly, in the 
higher-staffed corporations (60+) the results are scattered. The marginal confirms our results 
revealing that the corporations with no more than 20 employees are the main users of mobile 
banking. However, the results are not statistically significant at 95% confident level.  
 
Table 5.47: Relationship between “sales level” and “use of mobile banking” 
 Sales Level Total 
>100.000 100,000-
250.000 
250.000-
500.000 
500.000+ 
Use of mobile banking 
Yes 21,7%  13,0% 65,2% 100,0% 
No 20,8% 8,3% 16,7% 54,2% 100,0% 
Total 21,3% 4,3% 14,9% 59,6% 100,0% 
 
As  it can be seen there is a clear  relationship between the use of mobile banking and the high 
level sales corporations. Specifically, corporations that realize sales over 500.000 and use the 
mobile banking reach 65% while the leagues of 100.000 to 500.000 seem not to trust or know 
it. In the league of low level sales corporations (>100.000) the results are scattered. It is 
obvious that the high valued corporations trust more the mobile banking, maybe as a secure 
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way to control and realize their transactions as well as to save time ( banks delays) and money 
(commission payments). The results are not statistically significant at 95% confident level.   
 
 
Table 5.48: Relationship between “field of activity” and “use of mobile banking”  
 Field of activity Total 
Constructions Merchandi
sing 
Services Transports-
Marine 
Industry 
Use of mobile banking 
Yes 15,0% 30,0% 40,0% 5,0% 10,0% 100,0% 
No 16,7% 25,0% 45,8% 4,2% 8,3% 100,0% 
Total 15,9% 27,3% 43,2% 4,5% 9,1% 100,0% 
 
As it can be seen in the Table 5.48 above, there is a relationship between the use of mobile 
banking and the services corporations. These corporations are reaching approximately the 
50% while in the second place comes the merchandising with the considerable of 30%.In the 
other two leagues the results are shared. It is interesting to see that the corporations with fields 
of activity more interactive and interpersonal trust the mobile banking and consider it as a part 
of their activities. The results presented are not statistically significant at 95%confident level.  
 
Table 5.49: Relationship between “ownership” and “use of mobile banking”  
 Ownership Total 
Partnership SA Limited Personal 
Use of mobile banking 
Yes 13,0% 60,9% 4,3% 21,7% 100,0% 
No 16,7% 54,2% 12,5% 16,7% 100,0% 
Total 14,9% 57,4% 8,5% 19,1% 100,0% 
 
It is obvious in the Table 5.49 above that the majority of the corporations that use the mobile 
banking is the SA ownership (61%).Conversely, the Partnership and LTD corporations 
concentrate very low percentages. The only exception is the personal ownership companies 
where the results of use and no-use of mobile banking are scattered. It seems that we need 
more data in order to understand why the AE ownership trusts more the mobile banking and 
make more reliable conclusions. 
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Table 5.50: Relationship between “gender of CEO” and “use of mobile banking”  
 Gender of CEO Total 
Man Woman 
Use of mobile banking 
Yes 95,7% 4,3% 100,0% 
No 91,7% 8,3% 100,0% 
Total 93,6% 6,4% 100,0% 
 
As can be seen in the Table 5.50 above, there is a clear relationship between the gender of 
CEO and the use of mobile banking. It is surprising that almost 100% of the corporations that 
use mobile banking has male CEO while the women seem to have no relation with it or not 
trust it. The results confirm previous researches but are not statistically significant at 95% 
confident level.   
   
 
Table 5.51: Relationship between “use of e-banking” and “use of mobile banking”  
 Use of e-banking Total 
Yes No 
Use of mobile banking 
Yes 100,0%  100,0% 
No 68,0% 32,0% 100,0% 
Total 83,3% 16,7% 100,0% 
 
The Table 5.51 illustrates the definite relationship between the mobile banking and e-banking 
for the corporations. As it can be seen 100% of the corporations that use e- banking, make 
also use of mobile banking. The results are more than expected because of the fact that the 
mobile banking is considered to be an offshoot of the e-banking. It is also interesting that 
there are 32% of the corporations that use mobile banking without using e-banking at all. The 
results confirm previous researches and are statistically significant at 95% confident level.   
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Table 5.52: Relationship between “number of employees” and “frequency of mobile banking 
transactions”  
 Number of employees  Total 
0-19 20-39 40-59 60+ 
Frequency of mobile 
banking transactions 
Never 70,6% 11,8%  17,6% 100,0% 
Rarely 61,5% 15,4%  23,1% 100,0% 
Frequently 60,0% 13,3% 6,7% 20,0% 100,0% 
Every day 100,0%    100,0% 
Total 65,2% 13,0% 2,2% 19,6% 100,0% 
 
As it can be seen in the Table 5.52 above, the corporations with the 0-19 employees are the 
most frequent users of mobile banking reaching the surprising 100% of everyday use. In the 
rest leagues the results are scattered and in a low percentage. We have to mention that these 
results confirm the aforementioned conclusions about the use of mobile banking mostly from 
this specific league.   
 
 
Table 5.53: Relationship between “sales level” and “frequency of mobile banking 
transactions”  
 Sales Level Total 
>100.000 100,000-
250.000 
250.000-
500.000 
500.000+ 
Frequency of mobile 
banking  transactions 
Never 29,4% 11,8% 29,4% 29,4% 100,0% 
Rarely 23,1%  7,7% 69,2% 100,0% 
Frequently 13,3%   86,7% 100,0% 
Every day   100,0%  100,0% 
Total 21,7% 4,3% 15,2% 58,7% 100,0% 
 
The high level sales corporations (500.000+) use the mobile banking both rarely and 
frequently at approximately 70% and 87% respectively. In the leagues of 100.000 to 500.000 
sales levels we do not notice any frequency of using while in the corporations of no more 
100.000 sales levels the results are scattered. We mention that the high level sales 
corporations are the ones that are more interested in using the mobile banking. The results  are 
statistically significant at 95% confident level.   
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Table 5.54: Relationship between “field of activity” and “frequency of mobile banking 
transactions”  
 Field of activity Total 
Constructions Merchandising Services Transports-
Marine 
Industry 
Frequency of 
mobile banking 
transactions 
Never 17,6% 35,3% 35,3% 5,9% 5,9% 100,0% 
Rarely  16,7% 66,7%  16,7% 100,0% 
Frequently 30,8% 23,1% 30,8% 7,7% 7,7% 100,0% 
Every day   100,0%   100,0% 
Total 16,3% 25,6% 44,2% 4,7% 9,3% 100,0% 
 
 As it can be seen in the Table 5.54 above, most people- interactive fields of activity 
(merchandising and services) concentrate the highest percentages of mobile frequency 
reaching both leagues in sum the marginal of approximately 70%. It is interesting to mention 
that the services use the mobile banking almost every day. The other leagues share very low 
percentages. The results are not statistically significant at 95% confident level.   
 
 
Table 5.55: Relationship between “ownership” and “frequency of mobile banking 
transactions”  
 Ownership Total 
ΟΕ ΑΕ ΕΠΕ Personal 
Frequency of mobile 
banking transactions 
Never 29,4% 35,3% 11,8% 23,5% 100,0% 
Rarely  69,2% 7,7% 23,1% 100,0% 
Frequently 13,3% 66,7% 6,7% 13,3% 100,0% 
Every day  100,0%   100,0% 
Total 15,2% 56,5% 8,7% 19,6% 100,0% 
 
From the relationship between the ownership and the frequency of mobile banking 
transactions, we notice that the SA corporations are the most frequent users reaching the 
rarely and everyday use 69% and 100% respectively. In the other types of ownership the 
results are scattered. Also, they confirm our previous view about the use of mobile banking 
mostly from SA industries. The results are not statistically significant at 95% confident level.   
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Table 5.56: Relationship between “gender of CEO” and “frequency of mobile banking 
transactions”  
 Gender of CEO Total 
Man Woman 
Frequency of mobile 
banking transactions 
Never 94,1% 5,9% 100,0% 
Rarely 92,3% 7,7% 100,0% 
Frequently 93,3% 6,7% 100,0% 
Every day 100,0%  100,0% 
Total 93,5% 6,5% 100,0% 
 
As it can be seen in the Table 5.56 above, there is a clear relationship between the male CEO 
and the frequency of mobile banking transactions. Almost 100% of male CEO’s realize 
mobile banking transactions in contrast to female CEO whose marginal at 6.5% reveals no 
use at all. The results confirm previous researches while they are statistically significant at 
95% confident level.  
 
Table 5.57: Relationship between “use of e-banking” and “frequency of mobile banking 
transaction”  
 Use of e-banking  Total 
Yes No 
Frequency of mobile 
banking transactions 
Never 55,6% 44,4% 100,0% 
Rarely 100,0%  100,0% 
Frequently 100,0%  100,0% 
Every day 100,0%  100,0% 
Total 83,0% 17,0% 100,0% 
 
There is also a definite relationship between the use of e- banking and the frequency of 
mobile transactions. The two services are considered to be complementary. The frequency 
results of 100% of mobile transactions confirm the previous researches. They are statistically 
significant at 95% confident level.  
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Table 5.58: Relationship between “number of employees” and “awareness of mobile 
banking”  
 Number of employees Total 
0-19 20-39 40-59 60+ 
Awareness of mobile 
banking 
Yes 62,5% 15,0% 2,5% 20,0% 100,0% 
No 83,3%   16,7% 100,0% 
Total 65,2% 13,0% 2,2% 19,6% 100,0% 
 
The Table 5.58 above reveals that the corporations with 0-19 employees are aware of mobile 
banking at 62.5% while the other leagues share very low percentages. The marginal confirms 
our results about the previous high percentage of mobile banking use for the specific size of 
corporations. 
 
Table 5.59: Relationship between “sales level” and “awareness of mobile banking” 
 Sales Level Total 
> 100.000 100,000-
250.000 
250.000-
500.000 
500.000+ 
Awareness of mobile 
banking 
Yes 20,0%  12,5% 67,5% 100,0% 
No 33,3% 33,3% 16,7% 16,7% 100,0% 
Total 21,7% 4,3% 13,0% 60,9% 100,0% 
 
According to this Table 5.59 above, we can conclude that the highest sales corporations 
(500.000+) are most aware of mobile banking services reaching 67.5% while the results in the 
other leagues are scattered. They are statistically significant at 95% confident level.  
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Table 5.60: Relationship between “field of activity” and “awareness of mobile banking”  
 Field of activity Total 
Constructions Merchandising Services Transports-
Marine 
Industry 
Awareness of 
mobile banking 
Yes 16,2% 27,0% 45,9% 2,7% 8,1% 100,0% 
No 16,7% 16,7% 33,3% 16,7% 16,7% 100,0% 
Total 16,3% 25,6% 44,2% 4,7% 9,3% 100,0% 
 
The corporations that have to deal with services and merchandising are the mostly users of 
mobile banking. As a result, the awareness percentages are also the highest both reaching 
70%. The results confirm previous researches. However, they are not statistically significant 
at 95% confident level. 
 
 
Table 5.61: Relationship between “ownership” and “awareness of mobile banking” 
 Ownership Total 
Part/ship SA Ltd Personal 
Awareness of mobile 
banking 
Yes 12,5% 62,5% 7,5% 17,5% 100,0% 
No 16,7% 33,3% 16,7% 33,3% 100,0% 
Total 13,0% 58,7% 8,7% 19,6% 100,0% 
 
The Table 5.61 above illustrates the relationship between the corporation’s ownership and the 
awareness of mobile banking. As it can be seen, the majorities (one half in marginal) of the 
corporations is SA and know the mobile services at a 62.5%. The other results are shared and 
not statistically significant at 95% confident level.   
 
Table 5.62: Relationship between “gender of CEO” and “awareness of mobile banking” 
 Gender of CEO Total 
Man Woman 
Awareness of mobile 
banking 
Yes 92,5% 7,5% 100,0% 
No 100,0%  100,0% 
Total 93,5% 6,5% 100,0% 
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In the Table 5.62 above we present the results from the crosstab of the variables gender of the 
CEO and the awareness of mobile banking services. As can be seen the male CEO’s are the 
only aware of mobile banking in approximately 93%. This was what we expect because of the 
fact that according to the marginal the 93.5% of the CEOs are men. The results are not 
statistically significant at 95% confident level.   
 
Table 5.63: Relationship between “use of e-banking” and “awareness of mobile banking”  
 Use of e-banking Total 
Yes No 
Awareness of mobile 
banking 
Yes 87,8% 12,2% 100,0% 
No 66,7% 33,3% 100,0% 
Total 85,1% 14,9% 100,0% 
 
As we also expected the respondents that use the e banking are aware of mobile banking at 
approximately 90% while those who don’t use the e-banking, seems to know the mobile 
services at all. The results are not statistically significant at 95% confident level.   
Table 5.64: Relationship between “number of employees” and “Reasons for selecting bank 
for on-line transactions”  
 
 
 As it can be seen in the Table 5.64 above, corporations with 0-19 employees seems to select 
bank on-line transactions mostly for the ease of use (100%) and approximately 50% to 60% 
for satisfaction and reliability respectively. In the other leagues the percentage are shared with 
no great differences. 
 
  
 
 
Number of employees Total 
0-19 20-39 40-59 60+ 
Reasons for selecting 
bank for on-line 
transactions 
Ease of use 100,0%    100,0% 
Satisfaction 52,6% 21,1%  26,3% 100,0% 
Reliability 65,2% 13,0% 4,3% 17,4% 100,0% 
Total 62,2% 15,6% 2,2% 20,0% 100,0% 
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Table 5.65: Relationship between “field of activity” and “Reasons for selecting bank for on-
line transactions”  
 Field of activity Total 
Constructions Merchandi
sing 
Services Transports-
Marine 
Industry 
Reasons for selecting 
bank for on-line 
transactions 
Ease of use  33,3% 66,7%   100,0% 
Satisfaction 22,2% 11,1% 38,9% 5,6% 22,2% 100,0% 
Reliability 14,3% 38,1% 42,9% 4,8%  100,0% 
Total 16,7% 26,2% 42,9% 4,8% 9,5% 100,0% 
 
The Table 5.65 above presents the result from the crosstab of the variables “reason for 
selecting bank for on-line transactions” and “field of activity”. The reasons of ease of use and 
reliability are the most important in both merchandising and services corporations while 
satisfaction concentrates considerable percentages in almost all leagues. 
 
Table 5.66: Relationship between “Reasons for selecting bank for on-line transactions and 
“gender” 
 
 
Finally, men are more aware of banking transactions than women. Additionally, they select 
banks for on-line transactions mostly for the ease of use (100%) while the reasons of 
reliability and satisfaction come to the second and third place respectively, maybe of the 
men’s attractiveness to mobile banking services. The results are not statistically significant at 
95% confident level.   
 
  
 Man Woman  
Reasons for selecting 
bank for on-line 
transactions 
Ease of use 100,0%  100,0% 
Satisfaction 89,5% 10,5% 100,0% 
Reliability 91,3% 8,7% 100,0% 
Total 91,1% 8,9% 100,0% 
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6. CONCLUSIONS 
 
This chapter synthesizes the findings of the research. It reviews and summarizes the 
research findings, reports the surveys’ limitations and concludes with recommendations for 
future research.  
The research provides useful results to understand the profile of mobile banking users in 
Greece not only for individuals but also for corporations. The special needs for each category 
will be tool for banks to evolve the mobile banking services in order to lead to a growth of the 
service. 
Individuals 
The research led to very interesting conclusions. Mobile banking is a relatively new service 
that it is considered to attract mainly men, with high income. Noticing the descriptive 
statistical results, we observe that the majority of the respondents are assembled in the class 
of the 36-55 years (70%), with high level of education (87%). Most of them work in the 
private sector (67%). Also we observe that while 80% of the respondents allocate and know 
mobile banking, only 75% use it. The reasons, according to the research, are mainly the fear 
for the safety of transactions and the difficulty of use reaching 61% and 28% respectively. 
However, most of them recognize as main advantages the 24th availability and the direct 
correspondence to the market, while they agree that it can become more accessible in the 
future, by improving the speed and the technology of mobile devices. With regard to the type 
of transactions, most of the respondents are interested in managing banking accounts (bill 
payments and credit cards)(64.8%) and avoid to realize Stock Exchange transactions of higher 
risk (stock market , exchange rates etc.) reaching only 14.3%. 
 
Corporations 
To start with, particular preference in mobile banking shows the SA corporations with 0.-19 
employees (63.6%), male CEO, very large breadth of sales (58%) and activated mainly in the 
services.  
Generally, there is not much difference in results between individuals and corporations. Most 
of the corporations are fond of the e-banking (84%), knowing the mobile banking (88%) and 
half of them also use it. Corporations also consider as most important advantages the 24hour 
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availability of the service and the ability to access the service from any location. The most 
important disadvantages of the service are according to corporations are the securities issues 
and the dysfunctional mobile devices. They are also most interested in managing balance 
accounts, avoiding making transactions that have to do with stocks, exchange rates and 
mutual funds. Moreover, corporations indicate that the network speed and the connectivity are 
factors that would make mobile banking more desirable reaching 56,5% and 52,2% 
respectively. Finally, they consider bank reliability as the most important issue for their 
transactions and are willing to receive advertisement messages for having free of charge 
mobile banking services. 
Limitations 
  We should also recommend some limitations of the survey. Firstly, the limited size sample 
does not prove the authentication of results for the whole population of Greece. We should 
recommend that the research was realized in the wider region of Northern Greece. Probably a 
larger and more representative sample of the rest geographic regions of Greece could have 
increased the validity and reliability of results. The second restriction is reported in the way 
the research was conducted. Because of the fact that the  majority of the respondents were 
users of e-banking and customers of banks – both individuals and corporations- we cannot 
have reliable results of the use mobile banking from individuals that are not users e- banking. 
Moreover, this limitation has also to do with the fact that, at proportion, most of the 
respondents were related with technological applications due to their young age and their 
occupation. (Elderly people are not observed in the sample). 
The third limitation concerns the degree that the variables are important. Generally speaking, 
most of the results were characterized as not statistically important, so that we are not sure if 
we have determined successfully the attitude of consumers toward the mobile banking and 
their intention of use. Finally the possible misunderstanding of the questions and the structure 
of questionnaire, as well as the sincerity of their answers are considered to be one most 
limitation of the research.  
Future suggestions 
Despite all the technological innovations, the mobile banking in the Greece –in both 
individual and corporations - has still not proved its value. This can be changed with a most 
organized effort, mainly from Banks. They can promote mobile banking through the 
advertising and information booklets as well as with more highly-educated employees in 
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promoting this product. Finally, the realization of a research with a larger sample might be 
considered more reliable and its results more valid. 
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